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PENGARUH PERCEIVED QUALITY DAN PERCEIVED VALUE 
TERHADAP BRAND LOYALTY  PADA BRAND TRUST DAN 
CUSTOMER SATISFACTION PRIVATE LABEL KEBUTUHAN 




Penelitian ini bertujuan untuk menganalisis pengaruh perceived 
quality dan perceived value terhadap brand loyalty pada brand trust dan 
customer satisfaction  private label kebutuhan pokok di Giant Surabaya. 
Penelitian ini merupakan penelitian hipotesis yang disertai pengujian 
statistik. Variabel penelitian meliputi 2 variabel eksogen yang terdiri dari 
Perceived Quality dan Perceived Value, 2 variabel mediating yang terdiri 
dari Brand Trust dan Customer Satisfaction, dan 1 variabel endogen yaitu 
Brand Loyalty. Jumlah sampel penelitian sebanyak 160 sampel. Teknik 
analisis data menggunakan structural equation modeling (SEM).  
Hasil penelitian ini menunjukkan bahwa terdapat pengaruh positif 
antara perceived quality terhadap brand trust, perceived quality  terhadap 
customer satisfaction, perceived value terhadap brand trust, perceived value 
terhadap customer satisfaction, brand trust terhadap brand loyalty, serta 
hasil penelitian ini juga menunjukkan customer satisfaction berpengaruh 
positif terhadap brand loyalty.  
 











THE INFLUENCE OF PERCEIVED QUALITY AND PERCEIVED 
VALUE ON BRAND LOYALTY ON BRAND TRUST AND 
CUSTOMER SATISFACTION A PRIVATE LABEL  
BASIC NEEDS GIANT IN SURABAYA 
 
ABSTRACT 
This study aimed to analyze the influence of perceived quality and 
perceived value on brand loyalty on brand trust and customer satisfaction a 
private label basic needs Giant in Surabaya. This study is accompanied by 
statistical testing hypotheses. The research variables include two exogenous 
variables consists of Perceived Quality and Perceived Value, two mediating 
variables consists of Brand Trust and Customer Satisfaction, and one 
endogenous variable that is Brand Loyalty. Total sample of 160 samples. 
Data were analyzed using structural equation modeling (SEM). 
The results of this study indicate that there is a positive effect of 
perceived quality to brand trust, perceived quality to customer satisfaction, 
perceived value to brand trust, perceived value to customer satisfaction, 
brand trust to brand loyalty. And the results of study also showed a positive 
effect on customer satisfaction on brand loyalty. 
Keywords: Perceived Quality, Perceived Value, Brand Trust, Customer 
Satisfaction, Brand Loyalty. 
